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Appendix A: Samples of Materials for Focus Groups

A-1:  Background for Focus Group Moderators.  Pages Appendix-3 to Appendix-4.

A-2:  Questions and discussion guide used by TATC in focus groups of employment
and training program front line staff and managers.  Pages Appendix-5 to
Appendix-12.

A-3:  Private Industry Council of Snohomish County WA conducted focus groups
for JOBS participants and front-line employers.  In addition to focus groups,
mail surveys and personal interviews were completed using a similarly
structured format.  All the data was tabulated and categorized and a
summary report was prepared.  Pages Appendix-13 to Appendix-24.
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Appendix A-1: Background for Focus-Group Moderators

A-1.  Moderator’s Outline

I. Introduction (5 min)
A. Thank participants for coming
B. Introduce yourself
C. Describe and discuss focus groups
D. Define qualitative versus quantitative research
E. Set the ground-rules for discussion (such as,

  When you speak, you represent many others)
F. Record the session and/or take verbatim notes
G. Plan warm-up exercise.  Each participant gives his/her first name and

perhaps a brief demographic profile (home town, occupation) --
but nothing too personal so respondents feel comfortable speaking
in front of others

II. Introduce the topic being discussed (20 min)
A. Ascertain that everyone understands or reviewed the topic?
B. Ask whether participants have shared the topic with anyone else?
C. Solicit general comments about the topic
D. Start with broad issues, leading to more specific areas

III. Gauge reaction to topic (60 min)
A. For each subtopic, ask these questions

1. What are your feelings about this?
2. Was/Is it relevant to you?
3. Was anything confusing?
4. Do you have suggestions for improvement?
5. Does anything need more emphasis?

B. Repeat 1 through 5 above for each subtopic.  Use such techniques as word
association, sentence completion and visual props to uncover feelings that
Otherwise might be withheld.

IV. Thank you (5 min)

V. Give a small gift or stipend to the participants.

*Note: Customers in Focus, a complete guide to focus-group design and moderation, is a com-
panion document to the Voice of the Customer.  If you have not received this document,
you can request a copy by contacting your U.S. Department of Labor regional office.



The Voice of the Customer

Appendix-4 SIMPLY BETTER!   Continuous Improvement

A skilled moderator is the key to productive focus groups.  To be a good moderator:

• Know the goals of the focus group and the discussion outline very well;
think on your feet.

• Relax everyone.  Start with an icebreaker or relaxing talk.  Introduce everyone,
using first names.  Provide name cards.

• Be unbiased.  Don’t put ideas into people’s heads or words into their mouths.
• Ask one question at a time.
• Probe with follow-up questions.  Don’t accept superficial answers.
• Call on all participants.  Prevent the vocal minority from dominating the discussion.
• Keep control of the group.  Don’t allow participants to chat; don’t allow everyone

to talk at once.  Discourage side conversations.
• Keep the discussion on track.  Watch the time carefully.
• Encourage minority opinions.  Challenge inconsistencies and illogical thinking.
• Play dumb when necessary.  A good way to get information is to put participants

in the roles of teachers and yourself in the role of a naive inquirer who has never
had exposure to the subject.

• Listen.  Demonstrate a sincere interest in what participants have to say and allow
them to express their opinions.










































